Design or integrated thinking increasingly features in discussion of the future of business education that seeks to innovate new models different from the functionalist, modernist silos of the past. The impact of the Global Financial Crisis and the attribution of responsibility for it, in part, to the conventional knowledge reproduced in Business Schools, have provided an incentive for innovation. The paper reports a case study of one innovation process in a Business School, with the aim of investigating its basic tenets and questioning its assumptions. First, at a general level, we illustrate how Business Schools attempt to become more global, integrated and innovative; second, we elaborate the context of the research, showing how global ideas become translated into local institution by mean of specific representational devices; third, on the basis of the empirical material, we characterize the effects of these processes as one of 'lightness', defined not in terms of mass or density but the translucence of three relevant representational devices: curriculum, branding and building.
1
. These activities are aimed at fostering Business Schools' students to get more acquainted to design principles, creative thinking, and integrative approachescontributing therefore to the solidification and expansion of the aforementioned space. To cite but a few, examples include Harvard's "xDesign" lab and conference; Stanford's "Innovation Master Series" and "Design Thinking Boot Camp" Stanford's three-days executive "Design Thinking Boot Camp" costs $10,000 per person (http://www.gsb.stanford.edu/exed/dtbc/ -Retrieved in February 2013) and Yale School of Management, which is catching up with a student club on "Design and Innovation". 4 Besides innovating their curricula, Business Schools are also re-inventing their brands, through a process that we could call "re-branding through re-building". The process consists in increasingly building "bigger and more-elaborate campuses to attract applicants and professors and climb higher in magazine rankings" (Staley, 2010) . If the relation between Universities and big architectural projects is nothing new (Wiewel and Perry, 2008) 
Translating
The arrival, in 2008, of an externally appointed Dean (RG) marked a significant difference for UTS Business School. RG had a clear idea of how to pursue UTS' main goal (to become a "world leading university of technology"): "How would we do that? We'd do that by linking creativity, technology and innovation. That's really the ethos of the place" (RG, 2011, Interview) . In the Dean's rhetorical language we can already foresee a translation of the Business School into the space being characterized by a focus on the integration of creativity, technology and innovation.
Before ideas can be effectively translated in a new context they have to be introduced into its space. The introduction of new ideas emerging from design thinking was effected through the initiation of a "strategic conversation" to which members of the business Faculty were invited.
These conversations canvassed a "wide range of initially unstructured thoughts and views […] to create shared interpretations of the world in which the majority of individual insights can find a logical place" (van der Heijden 2005:43). The conversation was conducted and facilitated by a company, Second Road, which describes itself as "A Strategy + Innovation firm unlocking and empowering imagination and intelligence". The conversation promised "canvassing everything from how the post-crisis world would re-shape business to what kind of structures and programs would help us build a more 'integrative' approach to business education" (Business School Media release). During the conversation key-points of change for the Business School were codified: the need to break down the boundaries between disciplines (moving from "silos" to an integrative approach); the need to increase external engagement with significant agencies in the business community, as well as the necessity of bringing design thinking into the teaching curriculum (Second Road, Interview). Prior to the appointment of the new Dean design thinking was not on the agenda. That it was on the agenda of the meeting was by virtue of co-design by the Dean and the consultancy.
The innovation of design thinking as a part of the strategic conversation interpellated a history heavy with the legacy of UTS' foundations as a vocational and technically applied institution whose business curriculum was quite orthodox. Design thinking promised a break with past prescription, with orthodoxy, in the name of innovation, the shock of the new.
